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In recent years, the mode of " Internet plus" blossom everywhere, in all walks of life 
as much as possible in their own business to move closer to the Internet industry, the 
tourism industry is no exception. In the boost of staturoy holiday, the customer for the 
scale of tourism investment continues to expand, all over through the tourism economy to 
improve the local people's livelihood and pulling the economic growth with remarkable 
results, accommodation industry also been full swing the development. With the explosive 
growth of the O2O model, the family hotel industry which is closely related to the 
development of the tourism industry and accommodation industry also smooth ride on 
O2O, become one of the main beneficiaries.  
This paper is divided into six chapters. Chapter 1 explaines topic selected background 
and significance, briefly introduces research purpose, content and framework; Chapter 2 
introduces the O2O model, customer satisfaction and related concepts combine with 
family hotel industry development situation, discusses the relationship between Internet 
and the family hotel; Chapter 3 study the development status of Xiamen tourism, 
accommodation industry and family hotel industry, point out the development 
characteristics and advantages of Xiamen family hotel industry; Chapter 4 the main 
features and the four marketing modes of the O2O family hotel in Xiamen, and compares 
their advantages and disadvantages; Chapter 5 questionnaire, including questionnaire 
design and sampling process, sample data analysis, customer satisfaction evaluation 
system, results, analyses the key factors and the main problems of affecting customer 
satisfaction; Chapter 6 combine with the survey data and industry analysis, summarize the 
main research conclusions, put forward opinions and suggestions. 
This paper is base on the actual situation of Xiamen tourism industry and the family 
hotel, through literature analysis, questionnaire etc, the analysis of family hotel O2O mode 
may affect the key factors and main problems of customer satisfaction, put forward to 
improve the O2O family hotel operation mode and service quality, enhance the feasible 
suggestions in terms of customer satisfaction, it will be a certain reference for the future of 
Xiamen family hotel management development planning and expanding O2O business. 
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